Recl 3p40 Lecture 18-Look on webct.
IMC campaign
-situation analysis- a  business review that puts everything together and presents it

can put a Swot analysis in here

concept testing- testing new product concepts with a group (if target consumers to find out if the concept for 

media mix –combination of tradiotnal media vehicle

-what are you going to do, how you are going to communicate your new productus what ever message you want to get out,

-use many vehicles, going to be dependent on the target market, which stores would they dgo, what tv would they watch and pick your mix based on that

zero-based planning
-the practice of analzing the strengths and weaknesses of the company by marketing communications tools and then matching

return on investment goals
-basically want to be as effective with our dollars and efficient

-want to get the message across and get the biggest return on investment 

-working out the expected profit return based on the costs of reaching a customer or group of customers

-this caluctiaon is also called break-even analysis or payout planning

(what you think the payoff would be of getting your message out there

recall test-evaluate memorability and recall what they remember

-include this in the campaign because they want to see if people remember seeing the advertisement before it started

*recognition test*-if they do remember see it, the correlation of whether or not it is effective

Persuasion test: does the ad increase you to buy the product or service.

-a test that evalutes the effectiveness of an advertisement to measuring whether the ad affects consumer’s intentions to buy a brand

-can’t test many behaviours

Push and pull promotion strategies:

Push strategy: a promotion strategy that calls for using the sales force and made promotion to push the product through channels: the producers push the product to wholesalers; the wholesalers push to retailers; retailers push to consumers

Pull strategy: a promotion strategy that calls for spending a large amount on advertising and consumer promotion by building up consumer demand, if successful consumer will seek the product or service provide

-directing it to the end consumer who will demand it

-the intention is to motivate people to get the product and ask for it

Web ct – push and pull promotion strategies chart

Marketing Communications Mix
-the marketing communications mix consists of five approaches

-all must be coordinated so that it has consistent messages that are sent conceringing the company (don’t say something and do something else) –such as env. Friendly have to make sure operations actually happen.

The Mix
-personal selling: in person or via technology

-adverting: paid for and in the media

-sales promotion: short-term demand stimulation

-public relations: contribute to positive attitudes (keep good rep, ie with Tylenol bottles were tampered with and there were great consequences, but they took the blame) 

-publicity-stimulating new stories (hopefully positive)

Public relations-is a planned effort that is planned and carried out

Publicity- is something that happens externally (they cannot dictate the content), it can be a great promotional tool like word of mouth, because more emphasis is not placed on their opinion because it is not paid for and designed by the company

Determining the mix:

-what combination of advertising, sales promotion, personal selling, publicity and public relations will work

-factors consisdered in selling the promotional mix include:

-characteristics of the market-what they are like

-the nature of the product or service-the unit value, the degree of customization

-the cycle stage of the product or service-beginning lots, in decline less money on communication 

-budget available to spend-really what matters, ideally what you would like, but ultimately its what you can spend

Is the product promote able?
-some are more promoteable than others

-there is a positive demand for the product

-can be hard to convince some people to do something they don’t want to do (ie promoting stop smoking)

-features provide opportunity for differentiation

-the product has hidden questions

-there are emotional buying motives ( ie wedding dresses)

-the firm has sufficient funds available to support a promotional programme

The Campaign Concept:

-a campaign is a coordinated series to communications efforts built on one theme

-it usually is used for a specific limited time and has certain objectives to be accomplished

-mix must be coordinated to convey the consistent message that is needed

-the theme is often conveyed through a slogan which is used to unify the campaign

-each of the elements of the promotional

Setting the communications budget:

-it is difficult for many firms to set budgets because results are difficult to measure

(difficult to make budget when you don’t know what the return is)

-there are a number of different approaches with pros and cons to each of them

-spend what we can afford, what competition does, 

What is a pro or con of spending a fixed number of sales?

-if you can’t increase sales, you will never increase your promotional budget, which is what could be what you need to increase sales

-spend what we feel we can afford (Con-what you can afford is based on sales you made, but if you can’t build it up, then you can’t build which will give you more profit…takes money to make money, takes money to advertise

-spend what the competition spend (con-if you just follow what they do it could be based on erroneous data, still different organizations

-spend what it takes to acheive objectives(don’t know when you achieve objectives)

-problems with all of them, so you basically have to do as much research as possible, look at competition, factor in what you can afford (take aspects of all of these, one standing on its own isn’t going to work)

Regulating marketing communications
-advertising and promotional efforts are closely regulated to in Canada at many levels, including industry , voluntary, self-regulation

-the federal competition set regulates

-false and marketing advertising

-“sales price” advertising

--games of chance are regulated

-promotional allowances

-regulate “bait and switch” advertising –draw it in, but don’t have it and upsell something else

Personal Selling:

More than selling
-there is a lot more to a personal selling job than selling

-often the job is to build a relationship with the customer

-personal selling is the most flexible promotional tool-newspaper, it is what it is, but with personal-can modify their sales pitch to suit the level of knowledge that the customer has

-it is a relatively high cost form of promotion

-it is also different for firms to standardise the selling effort

-people are involved

When personal selling works
-personal selling is more likely to be used when:

-the market is concentrated (so we could do this in classrooms)

-the product has high unit value-such as cars, house

-the product must be tailored to a customer-such as a trip around the world

-the sale involves a trade-in

-the product is at the introductory stage

web

-“personal selling” may be a misleading term: often there is no selling involved

-really pertains to interpersonal conteact with the customer

-they provide a valuable service role- inform, educate with elements of communication, for people who want to go in and talk to somebody about it

Scope of personal selling
-there are many types of sales jobs

-retailing involves inside selling, these jobs usually involve taking orders

-outside sales persons go to the customer, there or usually some opportunity for creative selling and addressing customer needs

-________ selling through telemarketing is a relatively new development which combines with databases to better target customers- ( has a very bad repuations, calls can be screened)

The nature of sales jobs
-many sales reps are now professional sales personal with complete responsibility for relations with their customers

-there is often considerable opportunity for role conflict and role ambiguity

-there is a wide variety of sales jobs from delivery drivers to create sales engineers

-web……………………..

Changing patterns in sales
-the nature of the selling jobs is changing reflecting changing market situations

-many firms leave organized sales teams

-others may offern their customers a coordinated system and solution for their problems

-there is considerable emphasis today 

· web……………………..

technology and sales:

-the availability of databases has revolutionized selling (can find out a lot more information about people)

-internet based selling often involves around an auction format

-most sales forces of major corporations are online and automated (many need to get up to speed on this particualarily in our country)

-allows the sales persona to be much better informed about the customer

The personal selling process
-man firms follow a predictable sales pattern

prospecting involves the identification of prospects from various sources

-qualifying the prospect determines the willingness and capability to buy

-presenting the sales message 

(does not end there is a lot more that we can do

Relationship marketing and sales
-high levels of trust are important

-buyer must demonstrate trust in the salesperson as well as the selling organization

-trusted salesperson can retain the buy’s commitment even in the face of policies that may not be considered satisfactory ( will stay with you anyways because we have developed this relationship)

-sales people have a major role in the management of customer relationships. 

